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The study focuses on the service quality among the hotel in 
Velankanni. Service quality is considered substantial when it 
comes to define organizational success. The winning strategy 
is to deliver excellent quality service to customers. The aim of 
the study is to identify which item of SQDs of the hotel has 
influence in increasing the customer satisfaction. The data 
are collected from 150 customers in order to measure their 
perceptions of hotels by using 24 questions of Service Quality 
Dimensions which is constructed by a five point Likert scale 
(1- Very Low to 5 - Very High) along with personal details. 
The result is indicated that the customers’ opinion on SQDs 
through t value which follows as: updated facilities, 
cleanliness, appearance and decor (2.764, 2.722, 1.450, and 
0.087), transport facilities, fair communication, reservation, 
error-free record and timing operations (4.078, 3.727, 1.003, 
0.682 and 0.651), courtesy, response to the request, willing to 
help and keep attention (4.757, 2.545, 1.787 and 1.388), 
capability and experience, safety and security, good 
environment, first aid provision and screening of customer 
(4.759, 3.465, 2.927, 2.284 and 0.068) and easy access by 
staff, listen to the problem, apologies, need and response and 
personal attention (4.081, 3.247, 3.197, 0.751 and -0.413) of 
tangibility, reliability, responsiveness, assurance, empathy. 
The hotels have to develop interior and exterior decor, keep 
timing in operations, keen attention towards customer, 
screening, and show personal care on customers which will 
increase the overall satisfaction of the customer at high. 
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INTRODUCTION 

Velankanni contributes towards the economy of Tamil Nadu by attracting more both 
inland and foreign tourists throughout the year with its popular holy church. The business 
activities have grown in a grand manner through service sector i.e. hospitality industry, 
plays a vital role in the Velankanni economy which heightened competition amongst the 
hotels. Increasingly, it made pressure on the hotel to create and maintain superior market 
performance with their quality service and pleased to satisfy the needs of the ultimate 
customer. SQDs refers Service Quality Dimension. 

1.1 Objective of the Study 

• To identify which item of SQDs of the hotel have influence in increasing the 
customer satisfaction. 

1.2 Literature Review 

A service is a series of activities of more or less intangible nature that take place 
between customers and service provider, which are provided as solution to customer 
problems. (Fitzsimmons and Fitzsimmons, 2000). Service quality is considered as the life of 
hotel (Min and Min, 1994). 

Garvin (1988) who examined the quality concepts to cover both goods and service. 
Christoper (1994) introduced perceived service quality as a result of comparing the real 
experience with the expectation of a customer. In hotel industry, service has direct 
interaction with customers and customer satisfaction (Shi and Su, 2007). There are some 
factors that have significant role in measuring customer association with hotel: age, gender, 
income, region and purpose of stay (Ryu, Han and Kim, 2008). Service Quality describes five 
dimensions which include various items of Berry, Parasuraman and Zeithaml. 

1.3 Tangibility 

It refers to the appearance of the physical surroundings and facilities, equipment, 
personnel and the way of communication. It is about creating first hand impressions; this 
would make them more likely to return in the future. 

1.4 Reliability 

It refers to how the company are performing and completing their promised service, 
quality and accuracy within the given set requirements between the company and the 
customer. The customer wants to know if their supplier is reliable and fulfil the set 
requirements with satisfaction. 

1.5 Responsiveness 

It refers to the willingness of the company to help its customers in providing them 
with a quality and fast service. Every customer feels more valued if they get the best 
possible quality in the service. 

1.6 Assurance 

It refers to the company’s employees. Are the employees skilled workers which are 
able to gain the trust and confidence of the customers? If the customers are not comfortable 
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with the employees, there are a rather large chance that the customers will not return to do 
further business. 

1.7 Empathy 

It refers to how the company cares and gives individualized attention to their 
customers, to make the customers feeling special. If the customers feel they get 
individualized and quality attention there is a very big chance of retention of customer 
attitude. 

1.8 Hypothesis 

• There is no relationship between SQDs and overall customer satisfaction in 
Velankanni hotels. 

RESEARCH METHODOLOGY 

2.1 Questionnaire Design 

The data is collected from customers in order to measure their perceptions of hotels 
by using 24 questions of Service Quality Dimensions which is constructed by a five point 
Likert scale (1- Very Low to 5 - Very High) along with personal details. 

2.2 Sample Selection and Data Collection 

Hotels are selected for the survey, located in the heart of town. Hotel building is well 
constructed, appointed and spacious rooms with equipped modern facilities. The hotels are 
classified with all type of rooms and suits. 

The sample survey includes 150 customers. Majority respondents are male (82.7%), 
age group between 31 to 40 (33.3%), belongs to the region Madurai (31.3%), occupation 
belongs to private sector (25.3%) and least is professional and others (8.0% and 4.0%), 
married (80.0%), purpose of visit is pleasure (79.3%), know the hotel through friends and 
internet (48.7%, 27.3%), stayed between 2-3 days (55.3%) is high in nature. Reason to stay 
in this hotel is because cost benefit and facilities (37.3% and 25.3%), most of the 
respondents are earn more than Rs 40000 and Rs 20001-30000 are (28.7% and 25.3%). 

FINDINGS AND DISCUSSION 

The reliability for overall variables is calculated by the Cronbach’s Alpha is 0.962 
which is satisfactory. Individual reliability of SQDs is (0.847, 0.899, 0.908, 0.900 and 0.898). 
The values of R (0.594, 0.745, 0.785, 0.855, and 0.759) are the correlation of SQDs with the 
dependent variable overall quality of service (y). The R square (0.353, 0.556, 0.617, 0.731, 
and 0.576). Assurance contributes maximum of 73% to the overall SQ of hotels. 

Hypothesis tested, to find the relationship between overall service quality towards 
each individual items of SQDs. 

Likewise, the customers opinion on SQDs is indicated through t value which follows 
as: updated facilities, cleanliness, appearance and decor (2.764, 2.722, 1.450, and 0.087), 
transport facilities, fair communication, reservation, error-free record and timing operations 
(4.078, 3.727, 1.003, 0.682 and 0.651), courtesy, response on request, willing to help and 
keep attention (4.757, 2.545, 1.787 and 1.388), capability and experience, safety and 
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security, good environment, first aid provision and screening of customer (4.759, 3.465, 
2.927, 2.284 and 0.068) and easy access of staff, listen to problem, apologies, need and 
response and personal attention (4.081, 3.247, 3.197, 0.751 and -0.413) of tangibility, 
reliability, responsiveness, assurance, empathy. 

The hotels have to develop interior and exterior decor, keep timing in operations, 
keen attention towards customer, screening, and show personal care on customers which 
will increase the overall satisfaction of the customer at high. 

CONCLUSION 

Researcher examined items of SQDs have delivered positive significance in offering 
quality services. Courtesy and communication has the highest positive value. It also has 
some limitations in collecting data’s which are costly, time consuming, lack of customer’s 
interest as they come for pleasure. To strengthen the quality of study further, the sample 
size of the areas to be increased. 
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